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HubSpxt 


Creative Brief Templates 


Customizable templates designed to help you plan and manage your 
marketing campaigns and efforts. 


Hi There. 


Thanks for Downloading HubSpot’s Creative Brief 
Templates. 


How to Use These Templates 


Included in your download are three sample creative brief templates for 
campaigns, video, and client projects. Simply choose the template that 
makes the most sense for your project and adjust the writing in each 
section as needed. 


When finished, copy the template into a new document and share with the 
intended recipient(s). 


Manage your company’s 
content in HubSpot CMS. 


Publish blog posts and landing pages 
to help your business thrive online. 


Get HubSpot CMS Hub 


SIMPLE CAMPAIGN CREATIVE BRIEF 


Campaign Name [Campaign Name] 


Campaign Timeline MM/DD/YYYY - MM/DD/YYYY 


Project Overview 


What problem are we solving? How? 
Why are we solving this problem? What’s the benefit? 


How does this problem align with our product/service? 


Project Deliverables & Scope 


What are the deliverables for this campaign? 
(e.g., five videos, three interviews & a series of social media posts.) 


Do we anticipate any internal/external factors compromising the 
completion of the above deliverables? If so, how? Why? 


Note: It’s important to be a specific as possible here to help stakeholders 
provide accurate estimates for completing each deliverable. 


Target Audience 


Who are we trying to reach with this campaign? 
Primary Audience/Persona: 


Secondary Audience/Persona: 


Tone of Voice 


What are your brand values? How can you use those to shape the tone of 
this campaign? 


What do you want your audience to take away from this campaign? What 
do you want them to feel? 


Campaign Concept Statement 


Why does your audience need the solution or idea your campaign is 
selling? What are the benefits? 


What can you say that will make your audience believe in your message? 
What proof can you offer to build trust and validate your message? 


Note: Your campaign concept serves as the unified theme - or red thread - 
for your campaign as a whole. This concept should be used to inform the 
look, feel, and message attached to all of the deliverables you are creating. 


Campaign Exclusions 


What is the campaign not going to cover? 
What messages, emotions, or features do you want to avoid? 


Note: Often times, knowing what you don’t way to say or convey will help 
you get a better handle on what it is that you actually want to get across. 
Outlining your exclusions will also help others gain visibility into what’s 
considered “out of scope” for the campaign. 


Campaign Inspiration 


Use this space to drop in both links and images that effectively 
demonstrate campaign elements you admire. 


Campaign Stakeholders 


We recommend using the DARCI Accountability Grid to increase efficiency 


and keep the project focused. 


D 


A 


R C I 
Decision Accountable | Responsible Consulted Informed 
Maker 
[Name] [Name] [Name] [Name] [Name] 
[Name] [Name] [Name] [Name] 
[Name] [Name] [Name] [Name] 


VIDEO CREATIVE BRIEF 


Video Campaign Name [Campaign Name] 


Video Campaign Timeline | Pre-production: MM/DD/YYYY - MM/DD/YYYY 
Production: MM/DD/YYYY - MM/DD/YYYY 


Post-production: MM/DD/YYYY - MM/DD/YYYY 


Est. Video Length [Hours] [Minutes] 


Project Overview 


What problem are we solving? How? 
Why are we solving this problem? What’s the benefit? 
How does this problem align with our product/service? 


Why is video the best medium for conveying this message / solving this 
problem? 


Project Deliverables & Scope 


What are the deliverables for this video campaign? 
(e.g., one final video, three teaser videos, five GIFs, etc.) 


Do we anticipate any internal/external factors compromising the 
completion of the above deliverables? If so, how? Why? 


Note: It’s important to be a specific as possible here to help stakeholders 
provide accurate estimates for completing each deliverable. 


Target Audience 


Who are we trying to reach with this video? 
Primary Audience/Persona: 


Secondary Audience/Persona: 


Tone of Voice 


What are your brand values? How can you use those to shape the tone of 
this video? 


What do you want your audience to take away from this video? What do 
you want them to feel? 


Video Campaign Concept Statement 


Why does your audience need the solution or idea your video is selling? 
What are the benefits? 


What can you say that will make your audience believe in your message? 
What proof can you offer to build trust and validate your message? 


Note: Your video campaign concept serves as the unified theme - or red 
thread - for your campaign as a whole. This concept should be used to 
inform the look, feel, and message attached to all of the deliverables you 
are creating. 


Distribution 


Where do you plan on distributing this video? YouTube? Facebook? 
Instagram Stories? 


Note: For video campaigns, distribution cannot be an afterthought. Many 
video platforms require specific aspect ratios or lengths that should be 
used to inform pre-production, production, and post-production. 


Casting Notice 


[Insert Casting Notice Here] 


Note: If you are sourcing talent for your video, it’s important that your 
casting notice aligns with the positioning for your overall campaign. This 
will help to ensure you’re attracting the right talent to deliver your 
message. 


Video Campaign Exclusions 


What is the video not going to cover? 
What messages, emotions, or features do you want to avoid? 


Note: Often times, knowing what you don’t way to say or convey will help 
you get a better handle on what it is that you actually want to get across. 
Outlining your exclusions will also help others gain visibility into what’s 
considered “out of scope” for the video. 


Video Campaign Inspiration 


Use this space to drop in both links and images that effectively 
demonstrate video elements you admire. 


Video Campaign Stakeholders 


We recommend using the DARCI Accountability Grid to increase efficiency 


and keep the project focused. 


D A R C I 
Decision Accountable | Responsible Consulted Informed 
Maker 
[Name] [Name] [Name] [Name] [Name] 
[Name] [Name] [Name] [Name] 
[Name] [Name] [Name] [Name] 


SIMPLE CLIENT CREATIVE BRIEF 


[Project (Name orProeet) SSS 
[pete imo 


Key description of the project 
(1-3 sentences describing the business/consumer paint point 
and the proposed solution.) 


. Primary Audience/Persona: 
Who is the consumer we are y / 


= i ? 
Pu) OT ASS ILS] De Secondary Audience/Persona: 


What facts and emotional 
reasons will make people What are the consumer pain points? 
buy/convert? 


What are the key points that 
need to be communicated to 
the consumer? What will make 
buyers believe us? 


What channels and tactics will 
we used to communicate the List of the required deliverables 
message? 


What should be the tone of 
the messaging? What words 
describe the brand? 


What action do we want 
people to take after viewing 
the marketing? 

What are the goals of the FUN EI 
project? How will we measure Sa condannGoal: 
success? y 
What brand guidelines should 
we be aware of? What 
mandatory information must 
be included in the marketing? 


Logo, words that can’t be used in 
marketing, words that must be used, 
etc. 


Who is the competition? 


Target Launch 


First Draft Delivery: MM/DD/YYYY 
Timeline Second Draft Delivery: MM/DD/YYYY 
Final Draft Delivery: MM/DD/YYYY 


First Draft Feedback: MM/DD/YYYY 
Approvals Approval/Final Feedback: MM/DD/YYYY 
Final Approval: MM/DD/YYYY 


Account Manager Approval Signature: 


Client Approval Signature: 


